

Baseball on radio and TV: $478 million in '89 


Major League Baseball this year expects to collect $478 million in 
national and local radio and television (including regional broadcast 
and cable TV) revenue—a rise of $75 million, or 18.6% of last 
year’s $403 million total. According to league figures, the jump is 
slightly higher than the 15.4% average annual increase over the 
1984 through 1989 seasons. 

For ABC-TV and NBC-TV, which paid about $200 million last 
year, maintaining their identities as the MLB networks for one 
more season will cost them, together, S240 million in 1989—a 
20% balloon-year increase in the Final season of concurrent six- 
year deals. Both networks say they will lose money on baseball in 
1989. The CBS Radio Network, entering the last year of its own 
five-year deal, will likely again pay around one-fifth of its $32 


million total contract, or about $6 million-$6.5 million. 

MLB revenue figures show local rights keeping pace with na¬ 
tional rights revenue, also rising just over 18%, from approximate¬ 
ly $196 million in 1988 to $232 million—$478 million, minus the 
network TV and radio fees—this season. Although those local 
rightsholders will collectively pay almost as much as the networks, 
they were virtually unanimous late last month in saying their 
associations with the league remain directly profitable from adver¬ 
tising revenue, as well as indirectly profitable, through the promo¬ 
tional value of being identified with a market's team. 

The $478 million figure is slightly more than double the $236 
million paid by radio and TV just five seasons ago, in 1984. During 
the intervening years—all of them having long-term network con- 
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tr s, as well as many long-term local contracts, in common—the 
figure rose 22% in 1985, to $288 million; 4% in 1986, to $300 
million; 11% in 1987, to $333 million, and 21% last season, to 
$403 million. The number of games aired on all forms of televi¬ 
sion, said MLB, has also risen, from 2,356 games in 1985 to 2,661 
games in 1988. 

During separate interviews conducted by Broadcasting late 
last month, baseball and network executives commented on ques¬ 
tions involving rights fee trends, experiments in MLB television 
exposure and other issues raised by the long-term $1.1 billion CBS 
and $400 million ESPN deals that begin next year (sec page 42). 

NBC and ABC; Farewell season 

The networks* extra-season roles have alternated between NBC-TV 
and ABC-TV each year of the current contract. In 1989, NBC will 
pay approximately $115 million for rights to the All Star Game and 
both the National and American League Championship Series 
(LCS) and 32 regular season games. After 32 years of Saturday 
afternoon games, and 42 consecutive seasons of MLB coverage, 
NBC expects to lose money for the first time during the current 
contract, said NBC Sports President Arthur Watson. 

ABC will pay about $125 million to air the World Scries and 
eight regular season games, all in prime time, and will likely suffer 
more than NBC from its own balloon-year fee hike. In previous 
years of the current contract, at lower annual rights installments, 
Monday Night Baseball, which this year becomes Thursday Night 
Baseball, had never made a profit, said the network. 

Regular season advertising time (MLB games average 54 30- 
sccond spots) should draw between $40,000 and $45,000 per spot, 
said one network source, while World Series spots go for $270,000 
or more. Neither network would reveal how much of their inven¬ 
tories had been sold by last week. Long championship scries could 
also recoup some NBC losses. Said Watson: “Baseball is well 


ahead—well ahead—of last year’s pace in terms of sellout. And 
last year was a good year." 

A seven-game World Series, especially one involving major 
market teams, would provide ABC Sports with damage control. 
Arbitron’s Broadcast Advertisers Reports bore out several network 
sources’ contentions that the World Series have generally earned 
more advertising revenue than have the playoff-All-Star seasons, 
assuming average-length World Series and LCS’s (five or six 
games each). In 1987, said Arbitron, ABC earned $120,463,500 
from a seven-game World Scries, while NBC gained only 
$77,723,600 from the All Star Game and five-game and seven- 
game LCS’s (with all figures representing pre- and post- and in- 
ame time). In 1988, a five-game World Series brought NBC 
93,492,000, while ABC’s coverage of the All Star Game, a four- 
game American League Championship Series and seven-game Na¬ 
tional LCS earned $91,546,000. 

Within their total MLB schedules, NBC earned $145,950,100 
from advertisers, while ABC took in $120,434,200, in 1987; last 
season, NBC earned $163,557,330 and ABC, $146,538,100, ac¬ 
cording to Arbitron. The profit margins for both, of course, have 
been further cut by production costs, currently said to average $10 
million per season, and other overhead. 

ABC-TV; Goodbye Monday, hello Thursday 

ABC-TV will provide this year’s biggest network baseball carriage 
surprise by broadcasting all eight (formerly) Monday Night Base¬ 
ball games on eight consecutive Thursday nights, beginning June 
8. “It is as efficient a counterprograming to Cosby as exists,” said 
David Downs, vice president, programing, ABC Sports. The iden¬ 
tity of ABC’s Monday Night Football drove the original decision to 
place baseball coverage on that night, he said, but “ultimately, we 
decided there was nothing magic in Monday night.” 

The decision to create ABC Thursday Night Baseball was made 


Who's on (the air) first around the leagues 


AMERICAN LEAGUE EAST 


Team 

IV originator 

Radio originator Cable 


and affiliates 

and affiliates originator 

Baltimore Orioles 

WMAR 

WBAL 

Home Team Sports 


10 

40 


Boston Red Sox 

WSBK 

WPLM 

New Eng Sports Net 


6 

81 


Cleveland Indians 

WUAB 

WWWE 

none 



28 


Detroit Tigers 

WDIV 

WJR 

Pro Am Sports Systems 


4 

40 


Milwaukee Brewers 

WCGV 

WTMJ 

none 


6 

67 


New York Yankees 

WPIX 

WABC 

Madison Sq Garden Net 


10 

50 


Toronto Blue Jays 

CTV 

CJCL 

The Sports Network 


21 

65 



AMERICAN LEAGUE 

WEST 

California Angels 

KTLA 

KMPC 

Z Channel 


15 

22 


Chicago White Sox 

WFLD 

WFLD 

SportsChannel Chicago 


5 

30 


Kansas City Royals 

WDAF 

WIBW 

none 


12 

132 

none 

Minnesota Twins 

wcco 

WCCO 

Midwest Commun 


7 

65 


Oakland A’s 

KPIX 

KSFO 

none 


8 

14 


Seattle Mariners 

KSTW 

KIRO 

none 


8 

30 


Texas Rangers 

KTVT 

WBAP 



15 

18 



NATIONAL LEAGUE EAST 

Team TV originator Radio originator Cable 


and 

affiliates 

and affiliates 

originator 

Chicago Cubs 

WGN 

WGN 

WGN-TV as super station 


30 

83 


Montreal Expos 

CBC-TV 

CJAD 

9 

CKAC 

The Sports Network 



30 


New York Mets 

WWOR 

WFAN 

SportsChannel (NY) 


14 

22 

SportsChannel Florida 

Philadelphia Phillies 

WTAF 

WCAU 

Prism 


2 

23 


Pittsburgh Pirates 

KDKA 

KDKA 

KBL Ent Net 


7 

44 


St. Louis Cardinals 

KPLR 

KMOX 

CenCom Cable 


32 

130 


NATIONAL LEAGUE WEST 

Atlanta Braves 

WTBS 

WSB 

WTBS as superstation 



93 


Cincinnati Reds 

WLWT 

WLW 

none 


23 

75 


Houston Astros 

KTXH 

KTRH 

Home Sports Ent 


17 

45 


Los Angeles Dodgers 

KTTV 

KABC 

30 

KWKW 

Span-5 

Z Channel 

San Diego Padres 

KUS1 

KFMB 

Cox Cable 


10 

12 

XEXX 

Span-17 


San Francisco Giants 

KTVU 

KNBR 

Giantvision 


5 

10 
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before CBS outbid ABC and NBC for the 1990-1993 MLB contract 
(Broadcasting, Dec. 19, 1988) and was “not a backlash thing,” 
Downs said, conceding that ABC Sports might find Thursday 
prime time programing “too tough to compete with.” Part of the 
counterprograming logic, he said, is also based on offering pro¬ 
graming that is substantially different from the competition’s. 

However, ABC may have little to lose in taking the risk and may 
benefit by matching up ABC and NBC movies of the week on 
Monday nights, judging by Nielsen figures compiled over the nine 
weeks beginning May 30, 1988. Against a Thursday NBC lineup of 
Cosby, A Different World , Cheers and Night Court (often the top 
four shows of the week, together averaging a 17.3 rating/32 house¬ 
hold share)—the ABC Thursday Night Movie averaged only an 
8.5/15 ratings/share. During those same weeks, ABC Monday 
Night Baseball averaged 7.9/15 against the NBC Monday Night 
Movie , which averaged 14.5/26—nearly as high as, but perhaps a 
less formidable foe for an ABC movie than, NBC’s Thursday 
lineup 

ABC also made one on-air personality change when late last 
month it signed Gary Thome of wFAN(AM) New York (the Mets 


radio announcer from 1985 to 1988) to replace Gary Bender as 
ABC-TV’s B game play-by-play announcer, teamed with Joe Mor¬ 
gan. ABC said its A game team, Al Michaels, Jim Palmer and Tim 
McCarver, will reprise their 1988 regular season, and probably also 
post-season, roles. 

NBC, beginning April 8, will carry 30 regular season games 
over 26 summer Saturdays, as it has the past four seasons, even 
though NBC has seen a steady decline in its average rating/share 
over the 1985-1988 period. The Saturday games earned a 6.5/21 in 
1985, 6.4/20 in 1986, 6.1/20 in 1987 and 5.6/18 last season. In 
addition to the Saturday games, including four doubleheaders 
(April 15, May 13, June 17 and July 29), the NBC schedule will 
include two prime time regular season games, Friday, July 7, and 
Tuesday, Aug. 1. 

Tom Seaver, who will become Yankees color commentator this 
season, will also team up with NBC’s Vin Scully to call the regular 
season games for the network, replacing Joe Garagiola, who de¬ 
parted after last year’s World Series. Bob Costas and Tony Kubek 
will call each week’s B game. Seaver and Scully will also team up 
with others for NBC’s All Star and post-season games. 


The future of baseball and *free TV' 


MLB, the broadcast networks and local 
stations debate whether the current 
situation is just part of a cycle 
or the beginning of a new era 
of more cable and higher fees 

NBC and ABC sports programing execu¬ 
tives expressed disappointment late last 
month over seeing their networks’ associa¬ 
tions with Major League Baseball coming 
to at least a temporary end after the 1989 
season, and both expressed somewhat cau¬ 
tious confidence that the sports rights pic¬ 
ture will remain “cyclical,” in terms of 
who wins future contracts and for just how 
much money. Trends away from ‘free TV’ 
and toward escalating rights fees in all 
sports, they conceded, may prove more 
realthan apparent 

CBS-TV and Major League Baseball, 
differing with the other two networks on the 
merits of the league’s new combined $1.6 
billion national rights contracts, also took 


issue with the perception that the next year 
may prove the 1990-93 national broadcast- 
cable package either “an aberration or...the 
rocket that launches another era of rising 
fees,” 

CBS: Good deal or bad? 

As ABC and NBC say good-bye to the 
game for four years, 1990 through 1993, 
CBS is preparing to pay a reported $1.1 
billion to MLB for exclusive rights to the 
World Series, the American and National 
League Championship Series (LCS) and 12 
regular season games each season during 
that period (Broadcasting, Dec. 19, 
1988). ABC reportedly offered MLB more 
than $500 million, which would have held 
its annual fee to around the current $125 
million. NBC, which has not missed a year 
airing MLB since the late 1940’s, bid 
something under $750 million, second to 
CBS’s winning $1.1 billion. MLB will earn 


another $400 million over those same four 
seasons from ESPN, which will carry 175 
regular season games on cable, beginning 
in 1990 (Broadcasting, Jan. 9). 

Although CBS’s $250 million fee in 
1990 will be only $10 million more than the 
1989 fee, Arthur Watson, president, NBC 
Sports, has called the $1.1 billion CBS 
contract “irresponsible” because it covers 
two fewer years and because, in each sea¬ 
son, the CBS schedule will be 28 games 
shorter than the current regular season na¬ 
tional schedule—10 prime time games 
(eight on ABC and two on NBC) and 18 
(NBC) weekend day games will disappear. 

CBS also made its bid, Watson told 
Broadcasting last week, knowing that 
ABC had been losing money for years, and 
that both networks would lose money in 
1989. The “intangible value” of the associ¬ 
ation with major events such as the MLB 
Championship and World Series is “worth 
a lot,” said Watson, “but is it worth a $100 
million difference?” 

To the contrary, said Jay Rosenstein, 
vice president, programing, CBS Sports, 
some of the values of the CBS package, 
beyond direct ad revenue, will be immedi¬ 
ately tangible. “That value is transferred to 
the network, the affiliates, our entertain¬ 
ment programing. It is a statement to our 
employes.” The affiliates, he said, “will 
not have to go uphill against post-season 
baseball any more when they are debuting 
new product in the fall. Now they will be at 
the top of the hill looking down. The strate¬ 
gic value of October,” when new entertain¬ 
ment programing competes head-to-head 
with the MLB post season, “is tremen¬ 
dous.” 

Rosenstein said the CBS package also 
includes an advantage neither ABC nor 
NBC currently enjoys- -one network carry¬ 
ing both the league championships and the 
World Series in the same season. “The 
other networks weren’t as effusive as us 
about the LCS’s. We thought they belonged 
on free TV, that they provided continuity 
into the World Series,” he said. “We also 
have the opportunity to spread out the risk 
with the potential of 21 postseason games,” 
rather than just the four to seven World 


Dissenting trend 

Local television rightsholders were nearly unanimous in their optimism about the 
continued profitability of carrying Major League Baseball—despite the upward trend 
in national, and some local, rights figures. But at least one radio broadcaster offered 
a dissenting view on the very basics of most sports rights arrangements. 

”We looked around the league a few years ago and saw what was coming,” said 
Ken Dennis, general manager of kSfo(am) San Francisco, flagship of a 14-station 
Oakland Athletics radio network. The station saw little sense in maintaining a rights 
fee system—’’broadcasters paying through the nose to take so much risk on how 
the team would do.” While even a losing team will always have its fans, he said, 
there may not be enough to draw advertisers on board. So before the 1988 season, 
kSfo(am) decided to eschew the tradition of buying rights and sell ad time within a 
number of games and, instead, began selling the broadcast time outright to the 
team, which sells all the in-game ad spots itself. 

”Our point of view focuses on ratings,” he said, ’’not on payment and revenue.” 
Retaining no in-game ad inventory (except for station promos), the station does, 
however, sell time within its morning manager's show, pre-game talk show, pre¬ 
game magazine show, pre-game warmup show, post-game wrapup and around- 
the-league shows and an evening call-in talk show. ’This way,” he said, ’’the team 
takes the risk on how well the team does, while we take the risk on the broadcasts, 
and even the worst-case [won-loss] scenario would be bearable for both the team 
and us.” And with a hot team, such as last year’s American League champion A’s, 
the station can expand that inventory to include a week-long remote broadcast from 
spring training (see capsule, page 45). 
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CBS Radio's final baseball season? 

Entering the final year of a five-year, $32 million contract, the CBS Radio Network 
was, as of last week, vying with other networks for the next national radio contract 
with Major League Baseball. The 1989 season will open with an April 8 doublehead¬ 
er featuring the World Champion Los Angeles Dodgers at the Atlanta Braves at 3 
pm ET and the Baltimore Orioles at the Minnesota Twins at 7:45 pm ET. Those two 
broadcasts will once again set the pace for the 26-week regular season: each 
Saturday the network will feature one early and one late game, with one represent¬ 
ing the American League and one representing the National League. The regular 
season will close Sept. 30. CBS reported that its Game of the Week broadcasts last 
year were heard on 265 affiliate stations. 

In addition to regular season games, the CBS Radio Sports schedule will include 
play-by-play coverage of the All Star Game on July 11 at Anaheim Stadium; the 
American and National League Championship Series, Oct. 3-12, and the World 
Series, beginning Oct. 14. The network will also report live from the Baseball Hall of 
Fame induction ceremonies on July 23 at Cooperstown, N.Y. 

Special this year will be a 16-part series of two-minute reports anchored by John 
Rooney that will feature baseball news, season predictions and interviews with key 
players and coaches. The series will be fed to affiliates beginning March 27. 
Returning to the broadcasts will be the "home town" fifth inning, which features local 
team announcers, 

CBS is once again selling its ad inventory in two separate packages: the summer 
series, consisting of the All Star game and 26 weeks of regular season games, and 
the fall series package, including the league championships and the World Series. 
Advertisers this year include Anheuser-Busch, Buick, Isuzu, True Value hardware 
and Tinactin, according to Steve Youlios, vice president of sales for the CBS Radio 
Networks. Some advertisers changed marketing strategies this year and decided 
not to renew, he said, but replacement sponsors have quickly taken their places. 

The network’s sports marketing group has been particularly successful in attracting 
new advertisers, Youlios added. * 

Launching the season this year will be sportscaster Brent Musberger with an April * 
8 pre-game interview with A. Bartlett Giamatti, newly elected baseball commission- * 
er. Musberger is expected to take on the play-by-play job for CBS-TV in 1990. 
Additional announcers providing CBS Radio Sports coverage will include Johnny 
Bench, Steve Busby, Jerry Coleman, Gene Elston, Steve Garvey, Jim Hunter and 
Dick Stockton. 


Series, or eight to 14 LCS, games. 

Although he said CBS's existing summer 
schedule of NBA playoffs, golf, college 
football and other programing left little 
room for more than 12 regular season 
games, he said that CBS also perceived 
additional lost revenue in a larger regular 
season MLB schedule. 

Indeed, according to Arbitron's Broad¬ 
cast Advertisers Reports, All Star Game, 
LCS and World Series coverage, including 
pre- and post-game programs, has brought 
in approximately two-thirds of the net¬ 
works’ MLB advertising revenue while ac¬ 
counting for only around one-third of the 
total national schedule over the past two 
seasons. In 1987, ABC and NBC together 
earned $198,187,100 from selling post-sea- 
son ad spots—accounting for 68% of the 
$292,488,200 ad revenue for the entire 
1987 MLB season, even though the 20 ex¬ 
tra-season games accounted for only 33% 
of the schedule. In 1988, the post-season, 
accounting for only 35% of the schedule, 
brought in $185,038,000—60% of a total 
$310,095,430 in ad revenue for the year. 

(The BAR numbers, said Arbitron, come 
from monitoring spots and plugging in ad 
rates provided by the networks.) 

Taking into account the values cited, said 
Rosenstein, "CBS placed a value on the 
exclusivity of the MLB package in such a 
fashion as perhaps the other networks did 
not." Declining to say the network would 
not directly lose money on the contract, he 
added: "We're confident in the viability 
and health of the package." 

Onward and upward in other sports? 

Standing by his charge that the CBS bid 
was "irresponsible," Watson said the deal 
sends a message to other sports. "The next 
12 months," he said, "will tell if the new 
MLB deal is an aberration—most rights 
were declining or remaining flat—or if this 
is the rocket that launches another era of 
rising fees. The NCAA is going to say: ‘If 
baseball can get that, what can we get?’ 
Watson said, noting that current NCAA 
basketball and National Basketball Associa¬ 
tion contracts—both CBS's—run out after 
the 1989-90 seasons. In addition to vying 
for those, he said, NBC will also be looking 
at additional college football. 

"There is obviously going to be spirited 
bidding for those contracts, because of the 
need for the product at the other net¬ 
works," said Rosenstein, adding that CBS 
"will be aggressive in protecting rights we 
already have, particularly the NCAA tour¬ 
nament. We've developed an extremely 
successful product" with both the tourna¬ 
ment and the NBA, which also comes up 
for renegotiation in 1989, he said. But he 
disagreed that the 1990-93 contract sets a 
precedent for other sports rights fees. 
"Each property is viewed as a separate 
process. There is one set of circumstances 
for the Olympics in winter, another for 
summer Olympics, another for MLB." he 
said. "We didn't talk about irresponsible 
bids when NBC bid higher than CBS on 
[the 1992 summer Olympics inj Barcelo¬ 
na." 

David Downs, ABC Sports programing 
vice president, although confident that his¬ 


tory proves the TV-sports relationship “too 
cyclical for negative sentiments," conced¬ 
ed he is “concerned that the 1990 bid might 
give the appearance that all sports rights 
will continue to escalate. The reality is that 
only a few properties will command the 
kind of intangible value that we attribute to 
Major League Baseball or the Olympics, 
Most sports," he said, "will be negotiated 
on a fair and pragmatic basis." 

Baseball’s cable TV exposure 

Like Watson, Downs expressed skepticism 
about what the new mix of national broad¬ 
cast and cable network schedules will even¬ 
tually bring CBS, ESPN and the league: 
"What they [MLB] are seeing is that deal¬ 
ing with cable has radically raised the reve¬ 
nue generated by the TV package. What 
they have not seen is the long-term expo¬ 
sure picture—the effects of underexposure 
of the cable universe and shortened network 
regular season coverage." 

MLB director of broadcasting Bryan 
Burns has spent the past several years try¬ 
ing to predict just that. The league, he said, 
sought to respond to market and regulatory 
factors while balancing what has been about 
a 50-50 national-local rights revenue stream 
(see story, page 40). 

"What has happened with us is a major 
course correction,'’ he said, describing a 
"new environment" and bottom line con¬ 
siderations that helped drive the decision to 


go with CBS and ESPN. MLB "needed to 
make a certain amount of money. Monday 
Night Baseball , for example, came to a 
point where it was not financially viable. 
The public was not watching. The public 
spoke. If we had been getting a 16 or 17 
rating,'’ he said, “maybe you would have 
seen a different contract." 

However, he said, superstation litigation 
and legislation unfavorable to the league— 
as well as money—shaped a package that 
will add 175 cable games to, and subtract 
28 network games from, the national sched¬ 
ule. Asked about the “flood" of 175 ESPN 
games in 1990, he said: "What about the 
flood of 400 games already there [via su¬ 
perstations, with which the league has no 
national contracts]? If the government is 
going to allow a local signal to be sent out 
across the country without the club's con¬ 
sent, fine; we have to get into the [cable 
programing] business too. Is exposing four 
or five teams, all in one league, healthy for 
the game? We would rather let fans from 
Tacoma to Tampa see all our teams." 

Having "lost in court, ridiculously," 
over the superstation copyright issue, said 
Burns, the teams carried by superstations 
have entered into an agreement with MLB 
to contribute some extra dollars to the 
leagues, “but that is an agreement inside 
the league, having nothing to do with copy¬ 
right." 

Rosenstein, pointing to CBS's experi- 
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ence carrying the final 33 NCAA basketball 
tournament games—on the heels of ESPN’s 
carrying 20 earlier tournament games—in¬ 
sisted, 4 ‘Regular season exposure [on ca¬ 
ble] is beneficial to the post season. We 
think the 175 games on ESPN funnels inter¬ 
est into and enhances” CBS’s post-season 
coverage _ 

As for the ESPN deal marking only the 
beginning of a trend toward cable, among 
those interviewed, none dissented from 
Watson’s prediction that 44 for the mo¬ 
ment—the next three to five years—the ma¬ 
jor sports events will stay on free TV. Ob¬ 
viously, MLB is there through 1993. You 
have to see what happens with cable and 
pay TV ” 

The local factor 

Concerns about stepping on the individual 
teams’ abilities to forge better local pack¬ 
ages also shaped the CBS and ESPN deals, 
said Bums. Before going into last fall’s 
negotiations, 44 the teams instructed the 
league to ‘give some [game] inventory back 
to us so we can make local rights agree¬ 
ments.’ [MLB] did that” with the new con¬ 
tracts, he said, ‘‘more than cutting in half— 
from over 20, down to seven—the number 
of national games that would conflict with 
local schedules,” beginning with the 1990 
season 

“And, collectively,” said Bums, “the 
number of games on local free TV over the 
past five years has increased every year”— 
from 1,485 in 1984 to 1,648 in 1988— 
while games on local pay also increased 
from 820 in 1985 to 1.031, in 1988, ac¬ 
cording to the league. Those local numbers 


will stay steady or rise slightly in 1989, he 
said. 

Additionally, in designing the ESPN 
deal, he explained, MLB 44 put our clubs in 
the first position.” If a game to be aired 
locally is also on the ESPN schedule, ESPN 
will have to air another game between other 
teams in that particular market, leaving the 
local broadcast or cable TV rightsholder 
exclusive carriage there. Therefore, he ar¬ 
gued, the ‘flood’ of national games on 
ESPN will not displace home team games 
on local broadcast or local cable, and open¬ 
ing more Saturdays in the network schedule 
on CBS will open the opportunity for fur¬ 
ther increases in local schedules. “Maybe 
they balance,” he said. 

For the most part, local rightsholders ap¬ 
peared to agree, nearly all of them confi¬ 
dent in the preeminence of home team in¬ 
terest. 

“Actually, our position is enhanced,” 
said Bill Craig, general manager, Midwest 
Communications, current owner of the 
Minnesota Twins’ local broadcast, cable 
and radio rights. 4 ‘There will be no Twins 
[cable] games in Minnesota, North Dakota 
or South Dakota except on the Midwest 
Sports Channel. They will be blacked out 
inside of the exclusive territory. We feel 
very comfortable with what's happened on 
ESPN. 

“The more baseball there is out there, 
the less exclusive is your product, and it 
will have an impact” on local rights values, 
said Craig. “But the home team is still the 
one that’s on the front page of the local 
newspaper and the one that commentators 
talk about. Even when the Twins are in the 


cellar, people would rather watch a Twins 
game than they would the Yankees. The 
local team is where the power is.” 

Although ESPN may get the rights to 10- 
15 Cubs games in 1990, said Jake Fendley, 
director of sports sales, wGN-TV Chicago, 
“we broadcast more local games than any 
other station [152]. We might be affected in 
the number of games we broadcast, but it 
won’t affect advertising revenues. There is 
always a place for local telecasts.” 

Jack Stanfield, Home Sports Entertain¬ 
ment vice president, programing, and exec¬ 
utive producer for Texas Rangers cable- 
casts, concurred: 44 1 think the ESPN deal 
was a good deal for baseball owners, an 
additional source of revenue for them for 
national distribution of the game. But the 
product in a specific region has its own 
value. That is established by the number of 
cable homes and the strength and draw of 
the team, and I think that’s more the decid¬ 
ing factor.” 

“MLB, somewhere down in its heart,” 
said Kansas City Royals Network Manager 
Buddy Turner, “is interested in the welfare 
of the local rightsholder.” 

But even given an environment in which 
the single team has “first position,” the 
local broadcaster may still find himself in a 
fix, said Bill Scaffide, assistant general 
manager of Cleveland Indians rightsholder, 
WUAB-TV Lorain, Ohio. “It is very costly 
for local TV to keep local sports.” The 
franchises, he said, may eventually price 
“themselves out of local TV.” 


The preceding two stories were written 
by Peter Lambert 


Major League Baseball team by team 


♦ California Angels ♦ 

Television broadcast rights to the California 
Angels are held by KTLA(TV) Los Angeles, in 
the second year of a five-year contract. 
Ktla will broadcast 57 games, two pre- 
season, 54 regular season, and the annual 
game against the Los Angeles Dodgers. 
Bob Starr and Joe Torre will call the games. 

Kmpc(AM) Los Angeles, in the second 
year of a three-year deal, holds radio rights 
for the Angels and will broadcast all presea¬ 
son and regular season games, as well as 
spring training reports. A1 Conin and Ken 
Brett will call the games for kmpc(AM), the 
flagship for a network of 22 stations in Cen¬ 
tral and Southern California, as well as Ne¬ 
vada, Arizona and Hawaii. Sales are run¬ 
ning way ahead of last year, said a station 
spokesman, and Anheuser-Busch, Chevro¬ 
let, Chevron and TWA are among the major 
sponsors lined up. 

Cable rights to the California Angels are 
held by Z Channel, purchased late last 
month by Rainbow Programing Enterprises 
(Broadcasting, Feb. 27). It will provide a 
dual feed in English and Spanish to 110,000 
subscribers in the Los Angeles area. The 


feeds for the Angels will be provided by 
xprs<am) Tijuana, Mexico, which broad' 
casts the games in Spanish. Z Channel will 
carry 35 regular season and two preseason 
games. Joel Meyers will handle play-by- 
play and Torre will do color commen¬ 
tary. 


♦ Chicago White Sox ♦ 

Television broadcast rights to the Chicago 
White Sox are held by wfld(tv) Chicago, in 
the third year of a six-year contract. The 
71-game schedule includes 67 regular sea¬ 
son games, three preseason and the cross¬ 
town classic, played against the Chicago 
Cubs. Major sponsors include Miller Beer 
and Dodge. 

WmaQ(AM) Chicago, holder of the radio 
rights, is the flagship for the White Sox 
Radio Network, fed to 30-35 stations in Illi¬ 
nois, Iowa, Indiana and Florida. Pre- and 
post-game shows will be 10 to 15 minutes 
on each side, according to Jeff Chardell, 
wmaQ(am) general sales manager. Chardell 
also reported that sales are running slightly 
ahead of last year. Major sponsors include 


Miller Beer and Chevrolet. The station will 
broadcast 178 games, including 162 regular 
season and the crosstown classic. Tom 
Rooney, former announcer for wfld(AM) and 
Wayne Hagin, an announcer for CBS’s 
Game of the Week, will handle the an¬ 
nouncing duties. 

Cable rights for the White Sox are held 
by SportsChannel Chicago, in the sixth 
year of a 10-year contract. SportsChannel 
will offer 83 regular season games and two 
exhibition contests to approximately 1.4 
million subscribers. Gary Thorn will have 
play-by-play duties and Tom Paciorek will 
provide color commentary. SportsChannel 
will also broadcast a weekly half-hour 
show, Sox ’89 Weekly, The Jeff Torborg 
Show. (Torborg is the team’s manager.) 
Sponsors include Anheuser-Busch and The 
Chicago Sun-Times, Toyota and Chrysler. 


♦ Kansas City Royals ♦ 

Entering its 15th year as the Kansas City 
Royals Radio Network flagship—and the 
first year of a new three-year deal— wib- 
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AM) Topeka, Kan., has expanded last 
year's 120-station, 10-state network to 132 
stations in 12 states, said Royals network 
manager Buddy Turner. The 14-year rela¬ 
tionship with the team is still "healthy 
[and] profit-making," he said. Carrying 16 
preseason and all 162 regular season 
games, each complete with a managers 
show and pre-game, post-game and score- 
board shows, the station has already sold 
98% of its national inventory to advertisers 
including Budweiser, Ford Motors, the Ford 
Lifetime Service Guarantee. Western Auto, 
Guy’s potato chips, Amoco Oil, Farmers 
Insurance, True Value Hardware and John 
Deere, said Turner. The 131 other stations 
in the network retain one 60-second spot 
per inning, he said. 

On the television side, wdaf-tv Kansas 
City. Mo., enters the second year of a five- 
year contract, feeding a dozen stations in 
Kansas, Missouri, Oklahoma, Arkansas. 
Iowa, Nebraska and Colorado. In addition 
to again carrying two preseason and 50 
regular season games, the station, said 
Turner, will produce 12 half-hour Let It Roll 
specials on the team. "Were going to 
front-load the season a little more this time 
to draw interest early," carrying five of 
those specials before opening day. he said. 
Paul Splittorff and Denny Trease will again 
provide color and play-by-play, respective¬ 
ly. Boasting "number-two Nielsen and Ar- 
bitron numbers in the country last May and 
July." said Turner, the network has signed 
on Ford Motor Co., Miller beer and Uniroyal 
for 1989. 

♦Minnesota Twins ♦ 

Midwest Communications, owner of wcco- 
amtv Minneapolis, starts a new contract 
this year for the radio, broadcast television, 
cable and pay-per-view rights to Minnesota 
Twins baseball. The five-year pact comes 
amid what wccO(AM)’s local sales manager. 
Ray Vecellio, called "tremendous interest 
in Twins baseball" that has been steadily 
growing since the team s 1987 champion¬ 
ship year. 

Midwest will televise a total of 124 Twins 
games. Wcco-tv will air 34 broadcast tele¬ 
vision games, and Midwest has contracted 
independent KlTN(TV) Minneapolis to broad¬ 
cast an additional 26 games on nights that 
baseball conflicts with network programing 
on CBS affiliate wcco-tv. Both the wcco-tv 
and kitn games will be fed to the seven- 
station Twins network. 

The 64 other televised games will be 
available to cable subscribers. Midwest 
Sports Channel, a basic service, which 
signed on last Wednesday (March 1), will 
present 24 games (four of them preseason). 
17 away and seven home. About 400.000 
subscribers will be served on 40 cable sys¬ 
tems. Systems in the Minneapolis-St. Paul 
area will have the option of seeing 40 pay- 
per-view home games. Outside the metro¬ 
politan area, those games will be available 


to basic subscribers. 

Midwest Communications General Man¬ 
ager Bill Craig and Bob McGann. wcco-tv 
station manager, both reported good ad 
sales so far. The major sponsors for both 
will be Anheuser-Busch and Norwest Bank. 
Former Twins pitcher Jim Kaat, who han¬ 
dled color commentary last year for 
wccO(AM) and last year’s broadcast TV out¬ 
let, KMSP-TV, will return to announce games 
for both broadcast and cable this year. He 
will be joined by play-by-play announcer 
Ted Robinson. 

Audience shares for the Twins on radio 
reached into the 20’s for some games last 
season, according to wccO(AM)’s Vecellio. 
This year, 85% of the ad time has been sold 
for the 162 regular and 14 preseason games 
to be broadcast. The biggest sponsors are 
Anheuser-Busch, Chrysler, Amoco, Hard¬ 
ware Hank and Super Value grocery stores. 
Returning announcers will be Herb Carneal 
and John Gordon. 

♦ Oakland Athletics ♦ 

Although the Oakland As booming bats 
went quiet in the World Series last year, 
they remain "the showcase American 
League Team," boasting the 1988 Most 
Valuable Player, as well as manager, rookie 
and reliever of the year, said Fred Ep- 
pinger, national sales manager, kpix(tv) San 
Francisco, flagship for an Oakland network 


of nine stations in California, Nevada and 
Arizona. Combined with the CBS affiliate's 
carriage of the NFL San Francisco 49’ers 
and NBA Golden State Warriors, holding 
the rights to the 1988 American League 
western division champions "enhances our 
identity as the sports leader in the market," 
he said. Kpix(TV) will carry a minimum of 28 
regular season games, adding up to six 
more, as it did last season, if the team 
"comes close to clinching." Monte Moore 
and Ray Fosse will again call the games, 
and, as of last week, the possible addition 
of pre- and post-game shows was under 
consideration. The station is "well ahead of 
last year” in selling its inventory. "We have 
not lost any incumbents and are adding 
some new" advertisers, Eppinger said. 

On radio, KSFO(AM) San Francisco enters 
the second year of a three-year deal by 
which the team pays for the broadcast 
time, while retaining ad sales, for 14 week¬ 
end preseason, and all 162 regular season, 
games. The station retains some time to 
promote the station, with the rest of in¬ 
game time sales up to A’s broadcasting 
director David Rubenstein, said KSFO(AM) 
vice president and general manager Ken 
Dennis. Budweiser and Chevrolet are 
signed up, he said. Flagship for a 14-station 
network reaching California, Oregon, Utah 
and Nevada, ksfo(am) does sell its own ad 
time in a plethora of Oakland A’s-driven 
programs. Those programs include pre- 
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game magazine and news shows, post* 
game wrapup and scoreboard shows, a 
morning manager s show and an evening 
call-in/talk show. So dedicated to A's pro¬ 
graming is the station that, during the en¬ 
tire week of March 15, the morning drive¬ 
time (including hourly sports news from 
CBS-TV's NFL color announcer and former 
Oakland Raiders head coach John Madden) 
and evening drive-time broadcasts will 
originate from the A’s Arizona preseason 
sites—“a very expensive operation, but we 
think it’s worth it/' said Dennis. Reprising 
their announcer roles from last year's 
championship season will be Lon Simmons 
and Bill King, visited “often" by color man 
Fosse from the TV announcing team. 

♦ Seattle Mariners ♦ 

Kstw(tv) Tacoma, Wash., which had Mari¬ 
ners rights from 1982 to 1985. signed a 
three-year contract in December 1988 to 
regain the television rights to the Mariners 
from kiro-tv and ktzz-tv, both Seattle. 
Kstw(TV) will offer 60 regular and 5 presea¬ 
son games, all away contests. Kevin Hale, 
kstw-tv vice president and general manag¬ 
er, plans on an eight-station network. 

On March 13, kstw(TV) will start a major 
promotional campaign using public transit, 
radio, newspapers and TV Guide. “We 
want fans to know the Mariners are back 
on ch. 11," said Hale. Advertisers signed 
include Anheuser-Busch, Unocal, and Cu- 
prinol stain, with more pending, and, based 
on past history, said Hale, the station ex¬ 
pects to be totally sold. Game announcers 
will be Dave Niehaus, the voice of the Mari¬ 
ners for the past 12 years, and Rick Rizzs. 
They will also handle radio coverage. Color 
analyst is Joe Simpson, who played with 
the Mariners from 1979 through 1982. No 
pre- or post-game shows are scheduled. 

Hale said that no cable network is cur¬ 
rently planned, although it remains a possi¬ 
bility. 

KiRO(AM) Seattle, in the last year of a five- 
year contract, will cover 162 regular season, 
as well as preseason, games, over a net¬ 
work of approximately 30 stations. Adver¬ 
tisers. said Joe Abel, executive vice presi¬ 
dent and general manager, include 
Budweiser, Chevron, Farmer's Insurance, 
Pacific First Federal and Denny's. The sta¬ 
tion will come close to selling out, Abel 
said. Dave Niehaus and Rick Rizzs will an¬ 
nounce the games, as well as handle pre- 
and post-game duties. 

♦ Texas Rangers ♦ 

Texas Ranger baseball over Home Sports 
Entertainment (which also has pay cable 
rights to the Houston Astros) will be avail¬ 
able to more than one million cable sub¬ 
scribers on 250 systems, most of them in 
Texas, Louisiana and Oklahoma. HSE, a 


five-year-old network, has seen especially 
large expansion since the start of the 1987 
season when games were carried over 121 
systems to 225,000 viewers. This expan¬ 
sion has led to a list of about 20 major 
national advertisers that sponsor Ranger 
games. That list includes Anheuser-Busch, 
Chrysler, Texaco, AC Delco, American Ex¬ 
press and Miller beer. Advertising "pretty 
much increases on a parallel with our sub¬ 
scriber numbers, " said Jack Stanfield, HSE 
vice president, programing, and executive 
producer for Rangers baseball. 

HSE will present 68 regular season 
games. In the past it has shown some pre¬ 
season games between the Rangers and its 
minor league clubs, but this year HSE will 
not have any preseason games. Instead it 
will send a production crew to training 
camp to produce a special to air before 
opening day. During the season, regular 
half-hour pre- and ppst-game shows will be 
presented. 

WbaP(aM), the radio rightsholder to the 
Rangers, is consistently one of the top five 
stations in listenership in the Dallas-Fort 
Worth area, and baseball coverage is a 
main factor, according to John Hare, presi¬ 
dent and general manager. Last year the 
station averaged a 6.7 share during Ranger 
broadcasts, he said. He reported that ad 
sales are ahead of the same time last year. 
Ford, Delta Airlines and Gulf Oil are the 
major sponsors. 

A schedule of 64 regular season games is 
being readied for ktvt(TV) Fort Worth, with 
one warm-up game in preseason also 
planned. The station's general manager, 
Charles Edwards, projected that ad sales 
will be up 12% over last year. Nevertheless, 
the station will “promote more extensively 
than we did last year, both on (its own) air 
and in other ways," Edwards said. One 
possible option would be to buy time on 
ESPN, he said. The largest advertisers 
signed so far are Anheuser-Busch, Burger 
King and True Value Hardware. 

♦Baltimore Orioles ♦ 

If ratings points fell off as much as the 
Baltimore Orioles' play did last year, wmar- 
tv Baltimore might be giving away adver¬ 
tising time during its Orioles broadcasts 
this season. But as it happened, said How¬ 
ard Zeiden, vice president of sales and 
marketing for the station, ratings did not 
experience “nearly the same slippage" as 
the last-place Orioles’ performance did. 
(The team lost its first 21 games and fin¬ 
ished 54-107.) 

The station expects that its new play-by- 
play announcer will generate some excite¬ 
ment. He is Jim Palmer, the former Oriole 
and three-time Cy Young award winner 
who can recall the team's glorious past as 
he calls the uncertain present. Another ex- 
Bird, Hall of Famer Brooks Robinson, will 
return as color commentator. And, accord¬ 


ing to Zeiden, wmar-tv sportscaster Scot! 
Garceau will occasionally make it a three¬ 
some. 

Home Team Sports, the regional cable 
network now reaching 1.2 million homes, 
under its long-term agreement with the 
team, will televise 85 regular-season games 
(65 home, 20 away) and five preseason 
games, matching last year's output. Mel 
Proctor and John Lowenstein, another for¬ 
mer Oriole, return to handle the play-by- 
play and color for the cablecasts. Each 
game will again be preceded by All Star 
Automotive Orioles Report with Tom Davis. 

Wbal(am) Baltimore, in the second year 
of a three-year agreement, is committed to 
broadcasting every game, starting with last 
Friday's exhibition opener (March 3) 
against the Mets. The announcing team is 
the same as last year: Jon Miller and Joe 
Angel. 

Jeff Beauchamp, manager of the Hearst 
station, said sales are “progressing well," 
but he conceded that the team’s perfor¬ 
mance has discouraged some national ad¬ 
vertisers, which do not reap the benefit of 
identifying with the team to the extent lo¬ 
cal advertisers do. Like HTS, wbal's prob¬ 
lem is beer. Beauchamp said Budweiser 
may not be back this season, forcing the 
station to find a new brewery to round out 
this year's advertisers. Budweiser is trying 
to trim back its broadcasting expenditures, 
he said, and may feel that its long-term 
contract with wmar-tv is sufficient to cover 
the market. But the rest of the advertising 
line-up looks solid, according to Beau¬ 
champ. It includes American Oil, Jeep-Ea¬ 
gle, Sherwin-Williams, Esskay meats, San- 
toni’s supermarkets, Amco transmission, 
Amana applicances and Trane heating and 
air conditioning. 

♦Boston Red Soxt 

Wsbk-tv Boston, entering its fourth year of 
a five-year contract with the Red Sox, will 
carry 75 regular season and three presea¬ 
son games. Last year’s broadcasts generat¬ 
ed household ratings of 10-11, according to 
Stuart Tauber, the station's assistant gen¬ 
eral manager. About half the ad inventory 
for the upcoming season is sold out, he 
said, including deals with Anheuser- 
Busch, Mitsubishi, Delta, Citgo, Dodge, BF 
Goodrich, New England Ford Dealers and 
the Bank of New England. A network of 
New England television stations will re¬ 
ceive 30-45 of the games, with the action 
described by Bob Montgomery and Sean 
McDonough. 

New England Sports Network, a cable 
company partly owned by the Red Sox, will 
this season air 53 home, 30 road and 14 
spring training games. Nielsen ratings on a 
key game last year revealed a 42 rating/63 
share for the Red Sox in Boston, according 
to John Claiborne, vice president and gen¬ 
eral manager for the network, who said 


Broadcasting Mar 6 1989 


such high numbers are not unusual for top 
games. Helping those ratings along is an 
increased subscriber base, which, he said, 
is up from last years 217,884 to its current 
303,000 figure. Claiborne said ad inventory, 
expected to be sold out by the start of the 
season, includes Budweiser, Jiffy Lube, 
New England Chevrolet, New England Nis¬ 
san, Polaroid, Texaco, Store 24 and Century 
21. Included among promotional tie-ins 
with advertisers will be a Budweiser-spon- 
sored major league scoreboard read twice 
per game. NESN announcing duties this 
year will once again be handled by former 
Red Sox player Jerry Remy and 30-year 
veteran team announcer Ned Martin. 

Radio coverage for the Red Sox will once 
again be handled by wplm-amtm Plymouth, 
Mass. The station will originate 81 home, 
81 away and 22 preseason games to a net¬ 
work of more than 80 stations. A station 
spokesman said major advertisers will in¬ 
clude Budweiser. American Motors and 
Chrysler. Returning announcers will be Ken 
Coleman and Joe Castiglione. 

♦Cleveland Indians ♦ 

This is the 10th year that wuab-tv Lorain, 
Ohio, holds the rights to the Cleveland Indi¬ 
an games. The station will air 60 contests 
(50 away and 10 home) and has sold about 
50% of its advertising inventory. Among 
the major sponsors are Anheuser-Busch 
and Wendy's, said Bill Scaffide, assistant 
general manager. Scaffide said the station 
received an average 13 rating/22 share last 
season and expects to do better in 1989. 
The Indians, he said, have "made them¬ 
selves very competitive," and interest in 
the team is picking up. Jack Corrigan will 
do the play-by-play, and the station is ne¬ 
gotiating with several people for the color 
commentary slot, according to Scaffide. 

Wwwe(AM) Cleveland is the flagship for a 
30-station radio network It has been broad¬ 
casting the games since 1972 and. as with 
wuab-tv. Anheuser-Busch is a leading 
sponsor. The station plans to broadcast 162 
games along with 16 spring training 
games, said wwwe’s David George. It also 
will air a 20-minute pre-game show called 
Countdown to Baseball and a 15-minute 
post-game show .Final Edition . Herb Score 
will call the play-by-play and Paul Olden 
will provide color. According to Tom Camp¬ 
bell. the station has sold about 90% of its 
network inventory and 70% of the local 
avails. 

No Indians games are carried on cable 

♦Detroit Tigers ♦ 

Wdiv(TV} Detroit will present nine home. 43 
away and five preseason games this sea¬ 
son, as the station enters the first year of a 
new three-year contract. Ad inventory is 
about 80% sold out, said Chris Rohrs, vice 


president o: marayting and station manag¬ 
er. Advertisers include Anheuser-Busch 
(new this year), Ford Dealers, Taco Bell, 
Kroger Supermarkets, Pepsi, Blue Cross, 
General Electric and Unocal. Sportscasters 
are A1 Kaline and George Kell, and Bernie 
Smilovitz will host 40 half-hour pregame 
shows. 

Ann Arbor-based Pro Am Sports Systems 
will provide 20 away, 55 home and one 
preseason game via cable. About 70% of 
the cable ad inventory is sold, according to 
General Manager Bill Wischman, including 
deals with Ford, Stroh's. Highland Appli¬ 
ance, Sprint. GMAC. General Electric and 
True Value hardware stores. The service 
will provide a full lineup of Tigers-oriented 
programing on March 17, including a fea¬ 
ture on former Tigers called Tigers at 
Heart. The subscriber base is 540,000, said 
Wischman. Returning announcers will be 
Jim Northrup and Larry Osterman, 

Tigers radio coverage this season will be 
handled by wjr(am) Detroit, now in the 
third year of a five-year contract. The sta¬ 
tion will carry all 182 games, including 20 
preseason matches, beginning March 3. 
Advertising sales are ahead of last year, 
said General Sales Manager Mike Fezzey. 
including commitments from Anheuser- 
Busch, Ford Dealers. Comerica Bank and 
Marathon Oil, 

♦ Milwaukee Brewers ♦ 

Wcgv-tv Milwaukee is in the first year of a 
three-year contract to broadcast Milwau¬ 
kee Brewers games The station, which re¬ 
tains all broadcast TV rights, has lined up 
five affiliates so far for a regional network. 
Major advertisers include Miller Brewing, 
Hardee's and Northwest Airlines Calling 
play-by-play for the eight pre-season and 
60 regular-season games will be Jim 
Paschke. Joining him to do color will be ex- 
Brewer pitcher Pete Vukovich. 

The Brewers retain radio rights and have 
a network of approximately 67 stations in 
51 markets. WtmJ(AM) is the flagship sta¬ 
tion for the broadcasts of 162 regular sea¬ 
son games and 18 preseason games. Bob 
Uecker, recovering from a mild heart attack 
in January, is scheduled to be in the booth 
for his 19th, and the team’s 20th. year, said 
William Haig, vice president, broadcast op¬ 
erations. Milwaukee Brewers Radio. Pat 
Hughes will be with him for his fifth year. 

♦New York Yankees ♦ 

The New York Yankees’ new television 
contract was noteworthy, both for the 
amount of money involved, a reported $500 
million over 12 years, and for the fact that, 
starting in 1991, rights to all the games will 
pass to cable. The latter fact has aroused 
some local politicians to consider legislat¬ 
ing over-the-air-carriage of some of the 
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team's games 

Madison Square Garden signed the con¬ 
tract only two months ago, and details of its 
1989 telecast of four preseason and 72 reg¬ 
ular season games are still being worked 
out. The cable network is negotiating the 
Yankee telecasts separately with MSG affil¬ 
iates, who reach 2.4 million homes, asking 
them to pay a 39% surcharge on top of the 
regular monthly 80 cents per-sub fee. The 
uncertainty over how many cable operators 
will accept the price increase may contrib¬ 
ute to MSG's delay in announcing advertis¬ 
ers. The cable network is still also inter¬ 
viewing potential announcers for the 
telecasts, which include a half-hour pre¬ 
game and a 15-minute post-game show. 

Wpix(TV) New York will increase the num¬ 
ber of games broadcast this year to 78 
(three preseason and 75 regular) from 52 in 
1988, when they averaged a seven rating, 
said Marty Appel, executive producer. Vet¬ 
eran on-air personality and former Yankee 
shortstop Phil Rizzuto will be joined by two 
new announcers: George Grande, who 
comes to the station from ESPN, and Tom 
Seaver, who replaced Bill White, recently 
named president of the National League. 

WabC(aM) New York renegotiated its 
agreement, adding an additional five years 
to the remaining three years of its current 
contract, said general manager Fred Wein- 
haus. The ABC-owned station will origi¬ 
nate the entire regular season and about 15 
of the pre-season games to a network of 
about 50 stations, including stations as far 
away as Phoenix and Houston. Weinhaus 
said the station had only a few minutes of 
advertising time left and expected ad sales 
this year to be ‘a million and half more 
than 1988 sales.” Major advertisers include 
Budweiser, Marine Midland Bank and Nis¬ 
san. Announcers for the games are John 
Sterling and Jay Johnstone. 

♦ Toronto Blue Jays ♦ 

The Sports Network, which held the cable 
rights last year for the Blue Jays, was, last 
month, in the process of negotiating for 
them again this year. The network would 
likely run four preseason games and 50 reg¬ 
ular season games, said a spokesman. Blue 
Jays announcer Fergie Olver will provide 
play-by-play, and former Blue Jays catcher 
Buck Martinez, color. Major sponsors are 
Labatts, Esso and Coca-Cola. 

TV Labatt, a division of Labatt Brewing 
Co., owner of 45% of the Blue Jays, holds 
the television rights for the team. In the 
fifth year of its six-year contract with TV 
Labatt, CTV Television Network will be air¬ 
ing 42 regular season games hosted by 
Olver, with Don Chevrier doing play by play 
and Tony Kubek doing color. 

Telemedia Broadcasting Systems holds 
the radio rights to the Blue Jays and is in 
the last year of a three-year contract, but 


has signed another contract for the follow¬ 
ing three years. The flagship station for the 
network of more than 60 radio stations is 
Toronto's cjcl(AM), owned by the same par¬ 
ent company. National advertisers include 
Labatts, McDonalds, Blacks Cameras, Ze¬ 
nith and Miracle Food Mart. 

♦Atlanta Braves ♦ 

The number of Braves games on WTBS(Tv) 
Atlanta is still being worked out. but will 
likely be around 120, which will be a drop 
from last year’s 135. Turner's carriage of 
the National Basketball Association cuts 
into a number of Braves games in May. 

Ron Snyder, director of sports sales for 
wtbs, reports that "Braves sales are 
healthy” despite last year's last-place fin¬ 
ish. The team scored a 2.2 cable rating over 
its schedule last year. Snyder said advertis¬ 
ers signed include Anheuser-Busch, Delta 
Air Lines and Ford, a new sponsor this 
year. 

Wsb(AM) Atlanta is in the first year of a 
new three-year rights agreement to carry 
all 162 regular season and 10 preseason 
games on a 93-station network. Wsb(AM) 
has carried the Braves in 22 of the last 23 
seasons. Bob Huntley, general sales man¬ 
ager for the station, said sales are going 
“very well,” with Budweiser. Delta Air 
Lines and Coca-Cola signed. Under the 
new contract, the station purchased the 
rights and is responsible for putting togeth¬ 
er the six-state network. 

♦ Cincinnati Reds ♦ 

Now in its 28th consecutive year of cover¬ 
ing Cincinnati Reds baseball, WLWT(Tv) Cin¬ 
cinnati will broadcast 47 games this sea¬ 
son. The station, which retains Reds 
baseball rights, is in the second year of a 
three-year contract and is the flagship for a 
23-station network. In addition to the 47 
games, the station also has an option to 
broadcast three additional games. Ad sales 
are going "very well,” said Tony Kiernan, 
the station's vice president and general 
manager. Major advertisers include An¬ 
heuser-Busch, Toyota, Kroger Supermar¬ 
kets and Ford Dealers. 

Radio coverage of Reds baseball will be 
handled by wlw(am) Cincinnati, in the first 
year of a three-year contract. The station, 
which holds the radio rights, will air 18 
exhibition games and 162 regular season 
games, including any post-season games. 
It is the flagship for a 75-station network. 
According to David Martin, president and 
general manager of the station, ad sales 
have been "quite brisk,” with 85%-90% of 
the inventory sold. Major advertisers in¬ 
clude Anheuser-Busch, Marathon Oil, 
Community Mutual, Pepsi-Cola and Delta. 

In their 16th year of calling Reds baseball 
for wlw(AM), Joe Nuxhall and Marty Brenna- 
man return to the booth for the station. 


Marty Brennaman is the father of wlwt(TV) 
announcer Tom Brennaman. The station 
will produce two pre-game shows and two 
post-game shows. Each of the shows will 
be approximately seven minutes and will 
include interviews with players and man¬ 
ager Pete Rose 

♦ Houston Astros ♦ 

Astros television rightsholder ktxh(Tv) 
Houston will broadcast 73 away games and 
11 exhibition games this year. Sponsors 
include Anheuser-Busch, Kroger and 
Southwestern Bell. Sales are "pacing well 
ahead” of a year ago, said Julio Bermudez, 
station general manager. 

Ktrh{AM) Houston will again carry the full 
slate of Astro games, although the rights 
are retained by the team, which sells the 
time. Radio sponsors this season include 
Anheuser-Busch, Kroger, Coca-Cola, Delta, 
Western Auto and Ford Lifetime Service. 
Nissan and Subaru are competing for the 
automobile sponsorship. 

Home Sports Entertainment just renego¬ 
tiated a long-term (more than 10 years) deal 
with the ball club and will carry all 80 As¬ 
tros home games this season. The Astros 
will also have about 25 games on Florida's 
Sunshine Network this season. However, 
with the new ESPN contract, Astros partic¬ 
ipation in the Sunshine Network would 
cease after this season. 

♦Los Angeles Dodgers ♦ 

Kttv(tv) and kabC(am), both Los Angeles, 
enter the second year of five-year contracts 
with the Dodgers for broadcast rights. Kab- 
C(AM) also holds the Spanish radio rights, 
which it subleases to kwkw(AM) Pasadena. 
Kabc(AM) coordinates a regional radio net¬ 
work of 25 English stations and five Span¬ 
ish stations. Major sponsors include Uno¬ 
cal, Coca-Cola, Anheuser-Busch, Nissan 
and Farmer John Meats. 

Kttv will broacast four preseason games 
and 46 regular season away games. The 
station has hired former Dodger pitcher 
Don Sutton to do a pre-game show this 
season called Dodger Central, debuting 
yesterday, March 5. Sutton provides color 
commentary along with the team of Vin 
Scully, Don Drysdale and/or Ross Porter. 
Major television sponsors include An¬ 
heuser-Busch, Unocal, Coca-Cola, Farmer 
John, Jeep Eagle and Pacific Bell. 

Z Channel, which two weeks ago be¬ 
came New York-based Rainbow Program 
Enterprises' seventh regional cable sports 
network (Broadcasting, Feb. 27), will carry 
35 Dodger home games this season. Z 
Channel, which is not permitted by the 
Dodgers to sell ad time within the games, 
said a Rainbow spokesman, also carries 
California Angels games. 
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♦San Diego Padres ♦ 

For the third year in a row, the Padres will 
purchase time on television and its En¬ 
glish-language radio affiliate, retaining the 
rights and selling all the local advertising 
itself. Jim Winters, director of broadcasting 
for the team, said the arrangement contin¬ 
ues to work well for the Padres. Although 
time is not sold out, Winters said sales are 
running as strong as last year. 

The Padres are buying time on kusi-tv 
San Diego for the two preseason and 49 
regular season games that will be fed to a 
10-station network that will include outlets 
in Hawaii. The team controls the advertis¬ 
ing in the pre- and post-game programs. 
Among advertisers signed are Anheuser- 
Busch, Toyota Motor Sales and Dealers, 
Jack in the Box and Taco Bell. 

KfmB{am) San Diego will carry 192 pre- 
and regular season games on a 12-station 
radio network. The station is in the last 
year of a four-year deal with the Padres. 
Radio advertisers include Chevron, Coca- 
Cola, Toyota, Home Federal, Lucky Stores, 
Chrysler-Plymouth and Farmer's Insurance. 
The Padres sell the Spanish-language 
rights to xexx(AM) Tijuana, Mexico, which 
keeps the ad avails, and feeds a 17-station 
network. 

The Padres are in the last year of a three- 
year deal with Cox Cable for pay-per-view 
coverage, in an arrangement by which the 
team and Cox split the profits. Winter said 
that although the Padres continue to make 
money on the venture, overall revenue has 
declined steadily since 1984-85. Cox dis¬ 
tributes the games to several other systems 
in the area, giving the Padres a combined 
reach of 300,000 addressable homes. 


♦San Francisco Giants ♦ 

KtvU(TV) Oakland, Calif., returns this year to 
Giants baseball with a new six-year con¬ 
tract. The station, which holds the broad¬ 
cast TV rights, is flagship for a five-station 
network. The Fox-affiliate will air one pre¬ 
season game and 50 regular season games, 
10 more regular season games than last 
year. According to Brooke Spectorsky, sta¬ 
tion manager, ad sales are "very healthy, 
much better than last year at this time." 
Major advertisers are Toyota and An¬ 
heuser-Busch. The first-year announcing 
team includes Hank Greenwald calling 
play-by-play and Duane Kuiper and Ron 
Farley providing color and analysis. 

Knbr(AM) San Francisco also has a new 
six-year contract as radio carrier of Giants 
baseball. The station, which last year com¬ 
pleted its second consecutive five-year 
contract, will carry 15 preseason games 
and 162 regular season contests. The sta¬ 
tion will feed a network of 10 stations. Ma¬ 


jor advertisers include Anheuser-Busch, 
Chevron, Nissan, Farmer's Insurance and 
Northern California Pontiac dealers. The 
station is running a co-promotion with Nis¬ 
san whereby a fan will be selected to re¬ 
ceive $100 for each run scored by the Gi¬ 
ants in a particular inning. Color 
commentator Ron Fairly returns to the an¬ 
nouncing booth along with Hank Green¬ 
wald. The station will produce two pre¬ 
game shows and two post-game shows, 
totaling 20 minutes each. The pre-game 
shows include The Roger Craig Show (coa¬ 
ch of the Giants), sponsored by Procter & 
Gamble. 

The Giants will offer a 36-game cable 
package. In addition to the $150 package, 
the team also offers games to cable sub¬ 
scribers on a pay-per-view basis, for $5.95- 
$7.95 per game. According to Eva Bustos, 
director of Giantsvision, Giantsvision totals 
73 systems serving about 1.6 million sub¬ 
scribers. Bustos said the cable service is 
growing at a rate of "about 200,000 sub¬ 
scribers and 10 systems each year." Duane 
Kuiper and Joe Morgan will handle the an¬ 
nouncing chores. 


♦ Chicago Cubs ♦ 

Wgn Continental Broadcasting has been 
broadcasting Cubs games since 1948. Su¬ 
perstation WGN-TV will carry 152 games, in¬ 
cluding all 81 home games and four in the 
preseason. Wgn-tv reaches more than 25 
million homes nationally on cable systems. 

Jake Fendley, the station's director of 
sports sales, said the games are about 75% 
sold out. Major sponsors include Anheuser- 
Busch, Nissan, Buick, 77ie Chicago Tri¬ 
bune , Unocal Oil Co., Pepsi-Cola, United 
Airlines and True Value Hardware. The 
pregame show, Leadoff Man , is sponsored 
by Chicagoland Chevrolet Dealer Associa¬ 
tion. The post-game show, Tenth Inning , is 
sponsored by the Chrysler-Plymouth Dealer 
Association. 

Harry Caray, 1989 Ford Frick award win¬ 
ner. will handle play-by-play for six innings, 
Dewayne Staats will cover play-by-play for 
three, and Steve Stone will be providing 
color. 

WGN(AM) will broadcast 163 games, in¬ 
cluding the Cubs-White Sox exhibition 
game and 12 other preseason games. The 
Cubs will be broadcast to a network of 83 
stations in 16 states. The games are 70% 
sold out. which, according to the station, 
"is an about an average Cubs’ selling 
year." Sponsors include G. Heileman Brew¬ 
ing, Marathon Oil Co. and Blue Cross/Blue 
Shield of Illinois. There is a 30-minute pre¬ 
game show, Scouting Report, which has a 
magazine format. Staats handles play-by- 
play for six innings on radio, with Caray 
covering play-by-play for three innings and 
Dave Nelson on color. 


♦Montreal Expos ♦ 

Labatts Beer begins the fourth year of a 
five-year contract this season, holding both 
TV and cable rights for the Montreal Expos. 
Coverage in bilingual Canada will be split 
into networks of English and French broad¬ 
casts. Handling English radio broadcasts 
for the Expos is cjad(AM) Montreal, this 
year in the first year of a three-year con¬ 
tract with a fourth-year option. The station 
will air all 162 regular season games, eight 
preseason contests and the All Star game. 
French broadcasts will again be heard over 
ckac(AM) Montreal. Major advertisers for 
both stations include Labatts and General 
Motors. English broadcasts are done by 
Dave Van Horne, Jerry Trupiano and Bobby 
Winkles. For the French broadcasts, Jac¬ 
ques Doucets and Rodger Broulette will 
handle announcing duties. 

CTV Television Network affiliate cfcf-tv 
Montreal will broadcast 40 regular season 
games this year (19 home and 21 road). 
CTV Television Network also airs the To¬ 
ronto Blue Jays. Van Horne, Ken Singleton 
and Ron Reusch handle the broadcasts for 
the station. 

The Sports Network provides cable cov¬ 
erage of the Expos, reaching close to two 
million subscribers, said Jim Thompson, 
vice president and general manager. The 
network is currently renegotiating its con¬ 
tract, but, said Thompson, plans to show 
44 Expos games (four preseason) this year. 
Next year TSN will go from a "discretion¬ 
ary," or pay, cable service to a basic ser¬ 
vice and subsequently will air only 25 Ex¬ 
pos games. The fewer games, however, will 
reach more subscribers, he said. Play-by- 
play coverage for TSN is done by Singleton 
and Jim Hughson. 


♦New York Mets ♦ 

SportsChannel, in the eighth year of a long¬ 
term contract extending beyond the year 
2000, is still in litigation with the Mets over 
rights fees. The contract is for both the 
New York area, where SportsChannel 
reaches 1.1 million subscribers, and for 
Florida, where SportsChannel Florida will 
carry some of the games to its 750,000 
subs. This year the cable sports network 
will carry 75 games, announced by former 
players Rusty Staub, Ralph Kiner and Fran 
Healy. Rich Kahn, spokesman for Sports¬ 
Channel, said time on the games was 88% 
sold to advertisers including Anheuser- 
Busch, Toyota, Buick, TWA, Texaco. Met¬ 
ropolitan Life, JeepEagle and Manufactur¬ 
ers Hanover Trust. 

With another three years on its contract, 
wwor(TV) Secaucus, N.J., this year will air 
75 regular season and seven preseason 
games. Station spokesperson Ellen Mor- 
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gens.ern said the list of stations for a re¬ 
gional Mets broadcast network is "still 
coming together." Total household ratings 
for last year's telecasts averaged a 9 rat¬ 
ing/21 share, with prime time games aver¬ 
aging a 10.2/20. Advertisers include An¬ 
heuser-Busch, and announcers will be Tim 
McCarver and Steve Zabriskie 

Wfan(AM) New York, in the third year of a 
four-year contract, will carry 22 preseason 
and all regular season games. Station Gen¬ 
eral Manager Scott Meier said a network of 
about 22 stations will also carry the broad¬ 
casts, which will be announced by Bob 
Murphy, Gary Cohen and Howie Rose. 
Meier said advertising sales are progress¬ 
ing "very well" and include Anheuser- 
Busch, Chrysler and Crazy Eddie 

•Philadephia Phillies ♦ 

According to Ray Tipton, executive pro¬ 
ducer of Phillies Baseball for wtaf-tv Phila¬ 
delphia, 90 games will be broadcast this 
season—5 preseason, 85 regular season. 
Regional cable sports channel Prism will air 
40 regular season games (33 home, 7 
away). WCAU(AM) plans to air 20 preseason 
games and all regular season games. 

Wtaf-tv is in the seventh year of an 11- 
year arrangement running through 1992. 
The station retains rights but shares adver¬ 
tising revenue with the team. Principal ad¬ 
vertisers will be Anheuser-Busch and First 
Pennsylvania Bank. 

WCAU{AM)'s 11-year contract runs 
through 1993. The station has had a 23- 
station network. Chris Witting, vice presi¬ 
dent and general manager, expects that 
number to grow this season. Major adver¬ 
tisers include Chevrolet and Anheuser- 
Busch. 

Prism has been showing Phillies games 
since 1976 and is currently in the fourth 
year of an eight-year contract. Prism pays a 
rights fee but the Phillies retain and sell 
advertising time, some pre-sold to An¬ 
heuser-Busch, Blue Cross-Blue Shield and 
Mister Goodbuys (hardware franchise). 

Harry Kalas, Richie Ashbum and Andy 
Musser handle play-by-play and color com¬ 
mentary for radio, TV and cable. Garry 
Maddox and Chris Wheeler contribute color 
for cable. 

♦Pittsburgh Pirates ♦ 

"It went great." That is Dean Jordan’s as¬ 
sessment of the Pirates’ first year as the 
producer of the team’s radio broadcasts. 
Jordan, director of broadcasting for the sec¬ 
ond-place NL East finishers, said sales and 
profits from the broadcasts exceeded ex¬ 
pectations. 

Prior to last season, the Pirates sold the 
radio rights each year to kdka(am), Group 
W’s dear-channel powerhouse. But, figur¬ 


ing it could earn more and promote the 
team better, it decided to retain the rights 
starting with 1989, produce the games and 
sell the time. Kdka remains the flagship of 
the team's radio network, carrying the 
games in the second year of a three-year 
agreement. The radio network has grown 
under the team's direction. Last year, the 
number of stations in the networks jumped 
from 27 to 40. The Pirates have added at 
least four more stations for the upcoming 
season. 

Major advertisers for the radio broad¬ 
casts include Budweiser, Mellon Bank, 
Jeep-Eagle, Giant Eagle supermarkets, 
Sears, Donnelly Directories, Nissan and K 
Mart 

The Pirates have sold the broadcast tele¬ 
vision rights to kdka-tv. In the second year 
of a two-year agreement, the Group W sta¬ 
tion will broadcast 48 regular season games 
(40 away, eight home)—two more than last 
year—and two preseason games. The sta¬ 
tion has put together a network comprising 
six other stations. The contract between 
the team and that station has an option for 
a third year, which has to be executed by 
Sept. 1, according to Jordan. 

Judging from advance advertising sales, 
Hal Whack, general sales manager, kdka- 
tv, is anticipating "an excellent year." Pre¬ 
season sales, he said, have already sur¬ 
passed sales for the entire 1987 season. 
Whack attributed the healthy sales to the 
Pirates' performance and creative cross- 
promotional activities involving the team, 
advertisers and the station. 

Television advertisers include Anheuser- 
Busch, Giant Eagle, Bell Atlantic, Equi- 
bank, Eat ’N’ Park, Sunoco, Chevrolet, Mc¬ 
Donald's, Cameron Coca-Cola, Pizza Hut, 
Pittsburgh Paints, The Appliance Store and 
the Pennsylvania State Lottery. 

The team is in the final year of a three- 
year agreement with Tele-Communications 
Inc.'s regional sports service, KBL Enter¬ 
tainment Network. Under the deal, KBL will 
televise 60 regular season games (33 away 
and 27 home) and three preseason games, 
one on April 1 against the Baltimore Orioles 
from Robert F. Kennedy Memorial Stadium 
in Washington. 

The deal, which has a two-year option 
clause, is complex, involving TCI's pur¬ 
chasing of large blocks of tickets each year, 
and is dependent on the teams' on-field 
performance. 

The same four announcers are back from 
last year to handle the cablecasts and 
broadcasts: Lanny Fratare, John Sanders, 
Steve Blass and Jim Rooker. 

♦St. Louis Cardinals ♦ 

"The Cardinals are one of the top fran¬ 
chises year in and year out," said Robert 
Fullstone, vice president and general man¬ 
ager, kplr-tv, which is celebrating 30 years 
on the air this spring. The station, in the 
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second year of a three-year contract, will 
offer 60 games, the majority away, includ¬ 
ing opening day in New York against the 
Mets and the home opener. 

Leading advertisers on board include 
Anheuser-Busch, Central Hardware, 
Schnuck's (a food retailer), Hardee's and 
True Value Hardware. Fullstone said that 
ad inventory sales are currently ahead of 
last year, when it came close to selling out. 
A network of 32 stations in nine states, 
"one of the biggest in baseball," he said, 
will reach an estimated 10.5 million homes, 
about one million more than last year, ac¬ 
cording to Dan Cohen, kplr-tv research di¬ 
rector. Game announcers will be former 
Cardinal pitcher A1 Hrabosky and Ken Wil¬ 
son. Although the station does no actual 
pre- or post-game shows, The Whitey Her¬ 
zog Show will air each Sunday night at 9:30 
p.m. and feature the former manager ana¬ 
lyzing the week's baseball events. On the 
air now is the Hot Stove League , a baseball 
discussion program. 

At this year's Association of Indepen¬ 
dent Television Stations convention, ac¬ 
cording to Fullstone, kplr-tv received hon¬ 
orable mention for its Cardinals sales kit 
and on-air promo spots, and won the out¬ 
door display category for its inflatable bat 
and ball. 

Kmox(am), the flagship station of a 130- 
station network, plans to cover all 162 regu¬ 
lar season games as well as preseason ac¬ 
tivity, according to General Manager 
Robert Hyland. The station, which has 
been covering the games for "at least the 
last quarter century," has three years to go 
on its current contract. 

Advertisers include Anheuser-Busch, 
Chevrolet, Schnuck's, Missouri Lottery, 
Marco Sales, Car Guest and United Van 
Lines. Hyland reports that all pre- and post¬ 
game shows, along with 80% of the "in- 
game" inventory, have been sold. Pre- and 
post-game coverage will be handled by for¬ 
mer Cardinals pitcher Bob Gibson, as well 
as by game announcers Jack Buck and 
Mike Shannon. Ballpark promotional efforts 
have been planned with the team. 

Cencom Cable Associates will program 
50 home games on the Cardinals Cable 
Network, which is entering its fourth year 
carrying the team, beginning April 16 
against the Mets. The games will reach 
300,000 cable homes via seven affiliate ca¬ 
ble systems in the metropolitan St. Louis 
area, according to John Clark, Cencorn's 
vice president, marketing and programing. 
Clark also expects 3,000 individual cable 
homes to take advantage of pay per view, 
in addition to 12,000 full-season package 
subscribers. Cencom is in the second year 
of its second contract, with an option for a 
third year in 1990. Leading advertisers are 
Schnuck's and local GMC dealers, and 
Clark expects to repeat last year’s ad inven¬ 
tory sellout. Cencom will have pre- and 
post-game shows. « 


